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Penelitian ini dilakukan untuk melihat dampak dari strategi perluasan 
merek terhadap suatu merek induk. Dalam beberapa penelitian disebut dengan 
efek timbal balik. Secara spesifik penelitian ini meneliti apakah terjadi perubahan 
sikap konsumen terhadap merek induk setelah perluasan merek dilakukan. 
Sikap konsumen terhadap merek perluasan digunakan untuk melihat perubahan 
sikap pada merek induk. Variabel perceived fit dan parent brand image 
digunakan untuk melihat evaluasi konsumen terhadap perluasan merek. 
Metode kuantitatif digunakan dalam penelitian ini dengan menggunakan 
kuesioner yang ditujukan pada responden. Jumlah sampel yang digunakan 
dalam penelitian ini yaitu sebanyak 200 responden. Teknik pengambilan sampel 
dengan non-probability sampling dengan purposive sampling, kriteria yang 
digunakan yaitu yang mengenal dan pernah menggunakan produk ekstensi 
Xiaomi. Dengan objek penelitian merek Xiaomi sebagai merek induk dan Xiaomi 
Yi sebagai merek perluasan. Pengujian reabilitas dan validitas dalam penelitian 
ini menggunakan bantuan software SPSS 16.0. Pengolahan data dalam 
penelitian ini menggunakan metode Structural Equation Modelling (SEM) 
dengan bantuan software AMOS 18.0. 
Hasil menunjukkan bahwa setiap hipotesis dalam penelitian ini diterima 
dan memiliki hubungan yang signifikan. Persepsi kesesuaian antara produk 
perluasan dan produk induk dapat menjadi kunci keberhasilan dalam strategi 
perluasan merek. Sikap positif dari konsumen terhadap merek perluasan akan 
menjadi nilai lebih kepada suatu merek induk kedepannya. 




Kata kunci : perluasan merek, citra merek, persepsi kesesuaian, merek induk, 





THE FEEDBACK EFFECT ANALYSIS  
ON BRAND EXTENSION IN 
 XIAOMI BRAND 
(A Study on Xiaomi Yi Product User in Solo Raya) 
 
By:  




This research was conducted to find out the effect of brand extension 
strategy on a parent brand. In some studies it was called reciprocal (feedback) 
effect. Specifically, this research studied whether or not there was a change of 
consumer’s attitude to parent brand after brand extension. The consumers’ 
attitude to expansion brand was used to find out the change of attitude to parent 
brand. Perceived fit and parent brand image variables were used to see the 
consumers’ evaluation on brand extension. 
Quantitative method was used in this research with questionnaire 
distributed to respondents. Questionnaire were distributed to 200 responents. 
Non-Probability sampling were used with purposive sampling in this research, 
The criteria of this research is consumers that already using Xiomi extension 
product (Xiaomi Yi). The object of research was Xiaomi as parent brand and 
Xiaomi Yi as expansion brand. Reliability and validity testing in this research was 
carried out with SPSS 16.0 software help. Data processing in this research was 
employed using Structural Equation Modelling (SEM) with AMOS 18.0 software 
help. 
The result of research showed that every hypothesis of research was 
supported and had significant relationship. Perceived fit between expansion 
product and parent product could be the key to a successful brand extension 
strategy. The consumers’ positive attitude to expansion brand would be added-
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Who are the learned? Those who practice what they know. 
( Bukhari ) 
 
The difference between school and life? 
In school, you’re taught a lesson and then given a test. But in real life, you’re 
given a test that teaches you a lesson. 
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